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Abstract 
This research investigates what would happen if Greenland started to increase use of information 
technology in the tourism industry, as the involved opportunities are self-evident anywhere else in 
the world, it seems to be a challenge in Greenland. The online booking capabilities of Greenlandic 
tour operators are almost non-existent, and the national tourism strategy and tourism agency has not 
addressed it directly. We will use experience economy to understand if Visit Greenland's "The Big 
Arctic Five" strategy will hit the Sweet spot, in accordance with Pine and Gilmore. Thereafter, we 
have chosen to combine Porter's theory of linkages and the virtual value chain introduced by 
Rayport and Sviokla, as it will allow us to understand the role of IT in the tourism industry. 
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Motivation  
Given that we as a group wanted to write our thesis that concerned the Tourism Industry, we saw 
Greenland’s tourism market as an interesting subject matter that we could study in combination 
with Information Technology. Nowadays, the Internet has radically changed the way we plan and 
buy our vacation. The Tourism industry relies on information technology. In fact, travel information 
search and booking has been one of the top 5 most popular on-line actions. Moreover, the travel and 
tourism have become one of the largest categories of products and services sold online. However, a 
challenge presents itself when one tries to book tours at a company, or find a review online for the 
companies offering tours in Greenland. A challenge that is unique to Greenland, as the benefits of 
using online services elsewhere is self-evident, it seems not to be in Greenland.  
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1. Introduction 
Over the past decades, tourism has experienced continued expansion and is becoming one of the 
largest and fastest-growing economic sectors in the world, as 1 out of 11 jobs are in the tourism 
industry and it is the 4th largest industry in the world (UNWTO - Tourism Highlights - 2013 p.2).  
The tourism industries role in the economy is considered as only being limited to the hospitality 
industry e.g. restaurants, cafes and hotels and “outbound and inbound travel agencies and carriers, 
which form the leading service sector in many countries” (The indirect impact of tourism, Vellas p. 
3). However, according to Vellas the economic impact of tourism is much larger, “as inputs are 
needed to produce tourism and leisure service, spanning the whole range of farm, agri-food and 
industrial production, including the production of capital goods as well as construction and public 
works” (ibid., p.3). The UNTWO reports also highlights the benefits of tourism to a country's 
economy, as it contributes with 1.3 billion USD in exports, accounting for 6% of the total exports in 
the world, and is expected to grow, as it has been for the past decades. According to UNWTO:  
“An ever increasing number of destinations have opened up and invested in tourism, turning 
tourism into a key driver of socio-economic progress through export revenues, the creation of jobs 
and enterprises, and infrastructure development” (UNWTO - Tourism Highlights - 2013 p.2) 
Thus, tourism development can be a key driver to a small economy and create sustainable growth, 
especially in countries with challenges in infrastructure, and non-diversified economies. Travelling 
and travel related tasks are one of the top activities on the Internet. The growth of the online 
purchasing of tourism activities underlines the importance of IT in tourism industry, and a newer 
trend developing is purchasing through mobile devices, such as iPhones and Android phones 
(Travelweekly.com). 
 
The importance of tourism to Greenlandic economy is underlined by worldwide trends in economic 
development as explained by UNTWO. Greenland had around 213,000 overnight stays, and cruise 
ships brought in almost 29,000 tourists in 2011(Japan.um.dk). Greenland is still dependent on 
fishing, hunting and subsidies from Denmark (economywatch.dk), and the subsidy from Denmark 
has been frozen as of 2009. The growth possibilities in the fishing industry are considered to be 
limited (Greenlandic Economic Counsil), requiring Greenland to diversify their economy. However, 
the Greenlandic National Tourism strategy focuses on increasing the tourism industry by 
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developing regions by product development and increased statistics and documentations. 
Considering the worldwide development in the travel industry in general, where online purchasing 
capabilities is becoming more important, the fact that there is no mention of this in the Greenlandic 
national strategy may be an indication of the lack of understanding from Greenland's part on the 
importance of IT solutions in Greenlandic tourism.  
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2. Problem Area 
The use of information and communication technologies (ICT) in strategic tourism management is 
becoming more and more necessary. According to European Commission “the internet has 
dramatically changed the way consumers plan and buy their holidays. It has also affected how 
tourism providers design, shape, promote and sell their products and services. The tourism market 
relies heavily on information. Since the emergence of the Internet, travel information search and 
booking has been one of the top 5 most popular on-line tasks” (europa.eu). In fact travel and 
tourism have become one of the largest categories of products and a service sold online. 
Furthermore, the tourism industry is “information intensive industry in which the Internet is already 
playing a significant role by allowing information to flow on a worldwide basis with virtually no 
entry barriers” (Maswera et al., p. 5). This has changed the way organizations provide information 
and the way of communication and interaction between the consumer and the organization.  
 
However, in Greenland out of 18 cities only one city has online booking offers, so tourists have to 
use e-mails phones and agents to book a tour pre-departure in any of the other cities; otherwise they 
have to wait until they are on location. This is not an issue in the larger destinations during the high 
season such as in Ilulissat, where there are multiple tours every day. However, if you travel to other 
minor destinations, such as Nuuk or Qaqortoq, it is more uncertain whether or not you will be able 
to go on a tour, and coupled with the difficulty with which the destination was reached, it creates 
very little incentives to visit. So why has the tour operators not invested in the necessary 
technology?  
 
It can be speculated that it may be due to the cost of investing, both in training and in the 
technology itself. For example: a plan at the only telecommunications provider, Tele Greenland 
A/S, cost from anywhere between 0 DKK to 2999 DKK in monthly fees, though for the 0 DKK 
every MB is 0.42 DKK (tele.gl). By comparison, an average mp3-file is about 3 MB, although it 
depends on the quality. Though Buhalis states:  
"Although there is evidence that ITs can be a source of competitive advantage, several authors have 
questioned whether this advantage is genuine." (Buhalis, p.57)  
However as Greenland is so far behind, as evidenced by the lack implementation of IT solutions, we 
argue that it is relevant for Greenland to invest more in IT.   
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For example, Visit Greenland has over the past years gone away from printed marketing and moved 
towards online and social media marketing, relying on the experiences of the consumer to tell the 
story of Greenland as a tourist destination. Visit Greenland’s official website, Greenland.com, has 
won multiple awards for its design and content. Greenland.com has therefore created an online 
presence for Greenland as a tourist destination.  However, a challenge presents itself when one tries 
to book tours at a company, or find a review online for the companies offering tours. As Visit 
Greenland tries to expand their reach to North America and create growth in the tourism industry, it 
is quickly becoming a big challenge that so few of the Greenlandic companies are online.   
2.1 Problem formulation 
An analysis of opportunities connected to the use of Information technology in order to increase 
tourism in Greenland.  
2.1.1 Research statements 
1. Greenland does not fulfill the IT requirements of today’s tourism industry. 
2. Visit Greenland misplaced the staging of tourist experience.  
3. Greenland does not have a sufficient focus on IT in their strategies.     
2.2 Hypothesis 
Increased use of information technology by Greenland tourism industry will result in opportunities 
to increase profit and value of the experience for tourists. 
The reason why we chose to state the above hypothesis is to investigate our problem in three steps. 
Our first step includes analyzing the impact of adaptation to the digital world of Greenland tourism 
industry/services and visualizes what type of opportunities it might bring. The lack of use of 
information technologies by Greenland businesses within tourist industry made it very difficult for 
foreigners to use its services. This inconvenience leads to little interest in Greenland as a tourist 
destination and without doubt made visiting Greenland a less valuable experience. Secondly we 
include the analysis of how Greenland stages experiences for tourists and if they actually reach the 
so-called sweet spot. Lastly, we look at the possible ways of value creation for tourist services 
located in Greenland. That is why we have chosen to formulate our hypothesis as such. 
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2.3 Limitations 
We decided not to apply information technology theories, as there is little research on linking IT 
and tourism (Robinson, 2012, p. 270). Our project focuses on tourism industry and the lack of 
information technology as its disadvantage. However, if such theories were available and included 
it would allow us to further understand whether the application of IT is the most efficient way to 
promote tourism sector, so it could become a solid part of Greenland’s economy. Information 
technology is being used as means for value creation. It was difficult to draw an unequivocal 
conclusion and state that tourism will become a remarkable part of the economy. However, it 
became obvious that it is the more likely scenario and tourism can only have positive impact on 
Greenland’s economy and development, though we are not putting any actual measure on the 
economic impact of increased tourism. Moreover, it was not the aim of the research paper to find 
the reasons why Greenland’s businesses within tourism sector are not using information technology, 
as our concern is to investigate what would happen if those companies did start using IT. Even 
though there is evidence that investing in IT can become a source of competitive advantage, there is 
a question whether the advantage is genuine, often there is no correlation between investment in IT 
and profitability. However as Greenland is so far behind on IT solutions, as evidenced by the 
worldwide trends of continuous growth in application of IT in the tourism industry and the lack 
implementation of IT solutions in Greenland, we argue that it would, perhaps not create a 
competitive advantage, but at least improve the disadvantage Greenland has.  Nevertheless it 
could be useful when drawing a conclusion to know the reasons behind technical backwardness of 
the country. In the data collection, due to resource related reasons, the empirical data was limited to 
statistical information and a single survey, giving relevant information for the analysis section of 
this thesis. 
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3. Project design  
The table below illustrates the flow of the chapters and subchapters of the study:  
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3.1 Glossary 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Tourism  The World Tourism Organization (UNWTO) defines tourist as 
people who are “travelling to and staying in places outside their 
usual environment for not more than one consecutive year for 
leisure, business and other purposes” (Robinson, p.2). 
Information 
Technology  
 
The term information technology refers to all technologies, with a 
user interface; it includes mobile devices, software and the internet 
(Robinson, p.108). However, in this project we will only refer 
Information Technology as use of Internet 
Visit Greenland  A government owned agency responsible for tourism development 
in Greenland, primarily founded in 1992, based in Nuuk. 
Market segment map  A tool developed by Visit Greenland in order to display the 
numerous tourism market segments apparent in Greenland, which 
were first identified in summer 2013 during visitor survey. The 
segments are defined according to two factors – engagement level 
and focus of interest. 
Multiplier effect One of the main methods for estimating the total economic 
impacts on tourism by multiplying the value of expenditure by 
some estimated factor. The multiplier is enhanced by tourists 
spending money, which is further re-spent by the local community. 
UNWTO The World Tourism Organization is the United Nations' 
specialized agency responsible for the promotion of responsible, 
sustainable and universally accessible tourism.  
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4. Background  
4.1 Economics of Tourism 
Nowadays, more and more countries appear to notice the financial possibilities connected with 
bigger focus on tourism sector, as it seems to be one of the most efficient ways of developing the 
economy, including more jobs and higher profit. Tourism industry has become the largest economic 
driver in the world through the last 60 years of constant growth and diversification (Robinson, 
2012, p. 61). Moreover, foreign tourist expenditure is also considered as a form of exports for the 
host country.  For example, when Danish people travel to England, earn their income in Denmark, 
but spend it in England, by doing so the Danish travelers are injecting money into England’s 
economy that was not there before (ibid, p. 62). However, still some of the countries struggle to 
promote themselves despite vast resources. Tourism accounts for 9% ( UNTWO tourism highlights 
2013) of the world’s GDP and has direct, indirect and induced impact of 1.3 trillion us dollars in 
exports, which accounts for 6% (UNTWO tourism highligts 2013) of the world’s exports. 
According to UNWTO 1 out of 11 works in the tourism industry. It was reported that the market 
share of emerging economies increased from 30% in 1980 to 47% in 2012, and is expected to reach 
57% by 2030.  
However, there are many advantages and disadvantages of tourism economics for the local 
communities.  A disadvantage we have come across is leakage, which means “The direct income 
for an area is the amount of tourist expenditure that remains locally after taxes, profits, and wages 
are paid outside the area and after imports are purchased; these subtracted amounts are called 
leakage” (Negative Economic impacts of tourism- UNEP).  For example in most tour packages, 
80% of the travelers spending go for plane ticket, hotels and international companies, who often 
have their headquarters somewhere else than the host country (ibid.). 
“A study of tourism 'leakage' in Thailand estimated that 70% of all money spent by tourists ended 
up leaving Thailand (via foreign-owned tour operators, airlines, hotels, imported drinks and food, 
etc.)”(ibid.). 
 
Some advantages of tourism, economically, is the foreign exchange earnings (as mentioned above), 
direct and indirect contribution to the host countries government revenues. However, it should be 
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taken to consideration that this thesis does not focus on the economic impact of tourism in 
Greenland. Instead we wish to focus on the usage of IT in order to increase tourism in Greenland.  
4.2 Economics of Tourism in Greenland  
According to Naalakkersuisut tourism accounted for 4 % of Greenland’s GDP and 10 % of the 
foreign currency in 2010 (National Turismestrategi 2012-2015. p.5). As seen in the figure below:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: National Turismestrategi 2012-2015 p. 6 
 
Traveling to Greenland has been gaining popularity steadily over the past few years; however it still 
seems to be mainly an overlooked travel destination. The biggest numbers of tourists have been 
noted from June to August and so far nothing has been done to increase that result and attract 
foreigners during all seasons. In Greenland tourism is a relatively a fresh business, even though the 
potential has always been there, thanks to historical places surrounded by breath-taking scenery. 
The current strategic plan until the year 2020 for the tourism by the Greenlandic government is 
(ibid):  
• Increase in the number of tourists in Greenland with  5%,  increase cruise and land based 
tourism with 10%  
• Growth in the number of employees in  tourism  industry with  5%  
• Growth in tourism, corresponding to an increase in earnings of 5% 
This is a very low aim comparing with Iceland, which has an estimated number of visitors reaching 
1.3 million by 2020 (an increase by 10.3% between 2010 and 2020). Generally, such a remarkable 
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difference appears due to Iceland using far more advertising tools than Greenland, one of these 
being online marketing and e-commerce. However, Iceland has contributed to Greenland’s tourism 
industry by launching flight routes connecting these two countries, thus making it more reachable.   
The inflows to the tourist industry in Greenland are from corporate taxation and the taxes for cruise 
passengers, airport charges and fees associated with the issuance of licenses for fishing and hunting.  
 
The table below shows the Greenland’s Tourist Balance sheet from 2006-2010:  
 
Source: National Turismestrategi 2012-2015, p. 6 
 
According to the Greenlandic Government the tourist balance sheets shows, how much tourism has 
affected the Greenland’s balance of payment. As shown in the table, Greenland has had a stable 
foreign economic surplus from 2006-2010, the average has been above 100 mio. DKK per year. 
However, according to Greenland’s Government, Greenland has significant unrealized tourism 
potential. This can be illustrated by comparing with Iceland. For example in 2008 the foreign 
currency of Iceland was at 4,260 million with a population of 315.459, this equals 13,504 euro pr. 
capita. If we convert this to Greenland’s condition it would equate 762 million with a population of 
56.462 in 2008 (ibid, p.5).  This means the Iceland’s Tourist income is twice as large as in 
Greenland. However, it should be taken into consideration that Iceland is much more accessible for 
Tourist from Europe and especially North America.   
 
4.3 Conditions of tourism in Greenland 
Tourism in Greenland is concentrated in Ilulissat, where the biggest attraction is the famous Ilulissat 
Icefiord, which was listed in the UNESCO world heritage list in 2004 (Kangia.gl). East Greenland 
is also very well visited, mostly by one day tour tourists from Iceland that visits Kulusuk, where it 
is estimated 6000 go every year (Visit Greenland, Årsrapport 2011p.7). The 72% growth in tourism 
in 2011 is attributed to Air Iceland's new routes to Greenland (ibid.). This means that growth in 
Mio.kr 2006 2007 2008 2009 2010 
Tourist income 315 305 368 328 334 
Tourist expenditures 201 201 228 222 233 
Tourist balance 114 104 140 106 101 
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Tourism is expected to happen in locations that have a connection to Iceland. Reykjavik is 
connected to many airports both in Europe and North America, where they fly to 24 cities in Europe 
and 12 cities in North America (Icelandair.dk). This makes it considerably easier to get to 
Greenland, as Air Greenland's connection from Europe is only through Copenhagen and requires a 
transfer in Kangerlussuaq (Airgreenland.dk), though Air Greenland is running a campaign with a 
direct route to Aalborg this year (ibid.). Air Greenland also has a connection with Reykjavik from 
Nuuk (ibid.). However, the tourism industry in Greenland is still limited to the high season that 
ranges from June to August, making it difficult to have full year staff. Costs of operation for 
businesses in Greenland are also high due to the general living costs in Greenland, as exemplified 
by the prices of internet connection. On top of that, it is difficult for all industries to get educated 
staff, as only about 34% of the Greenlandic population has an education higher than public school 
(Grønlands Statistik - Befolkningens uddannelsesprofil 2012).  
4.4 Market segment map of Greenland’s Tourists  
The table below shows the market segment of the tourist visiting Greenland and shows a 
classification of the travellers:  
Source: Tourismstat.gl 
Globetrotters are the biggest group and account for one fourth of the whole. All in all, there are 11 
types of tourists that were distinguished. 
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• Globetrotter account for 25%  – A Globetrotter is a person who wants to experience a new 
place (which is a destination for very few people), interact with environment and explore 
things independently.  
• Sightseer accounts for 16% – A sightseer will follow his travel book or use trusted travel 
agents. He looks for most convenient and comfortable way of enjoying the most common 
attractions. 
• Nature Appreciator accounts for 15 % of the whole group – The main aim for nature 
appreciator type of tourist is to experience the natural wonders, also if it is only from the 
distance.  
• Nature Lover accounts for 15 %  – The purpose of the visit is to experience the nature 
disregarding whether the place its popular or not. Such tourist is interested in guided tours 
as well as gaining experience and getting involved in different outdoor activities alone.  
• Culture Lover accounts for 6 %  – Main attraction for such visitor is history, music, art and 
people. He likes to interact with culture. 
• Wilderness Seeker also accounts for 6% – That type of tourist will look for untouched and 
remote destinations, and also for activities that will bring him closer to the nature. 
• Culture Appreciator accounts for 5% – A person who wants to experience culture that he 
has read about. Such tourist will more look for pleasing his mind than getting involved in 
physical activities. He seeks for a good quality guided tours, preferably to museums or other 
cultural sights. 
• Ethnophile accounts for 4% – Such traveler seeks to get involved with the community, get 
to know the culture and traditions. He will travel independently and look for an 
accommodation within locals. 
• 3% and 1% account for Special Interest Adventurer – In Greenland such types of tourists 
come because of their special interest in bird watching, hunting, photography and fishing. 
An adventurer will do everything to focus on his passion and avoid unnecessary activities 
and waste of time, thus will stick to the professional guide and specific service. 
• 2% of the group is Extreme Adventurer - The main purpose for the travel for such person is 
adrenaline and activities involving physical challenge. Such person will not use common 
tour guides, unless it is an experienced local. 
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• The last 2% are considered as Authenticity Seeker – A person wants to be away from 
modernity and experience original cultures, whose simple life did not change much over 
many years 
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5. Methodology  
The whole thesis consists of six chapters, where in the beginning it focuses on theoretical matters. 
Later parts include the analysis of the three research statements. Therefore we have divided the 
analysis in three separate parts.   
 
Furthermore, in order to be able to answer and conclude on problem formulation three research 
statements are given. We elaborate thoroughly on those questions in the analysis section. 
Answering those questions will allow us to come up with the conclusion to the problem formulation 
and pinpoint the main concerns of our thesis. We have applied the theory of the experience 
economy by Pine and Gilmore as well as Jeffrey Rayport’s virtual value chain analysis and Michael 
Porter’s theory of linkages. These theories are used in order to clarify and analyze how Greenland 
tourism industry can benefit from applying information technology. 
 
The philosophical background of the project is positivism, which is important for the 
methodological approach. Thus, the epistemological approach is evaluated further in the 
‘Philosophy of Social Science’ section. 
5.1 Research method  
In the following part, we will explain our research method.  
5.1.1 Deductive approach 
 
“An approach to the relationship between theory and research in which the latter is conducted with 
reference to hypotheses and ideas inferred from the former” (Bryman 2008: p.693). 
In this project the theories and hypothesis were chosen beforehand, thus the most convenient was to 
apply deductive approach. In deductive stance researchers, on the basis of what is known about a 
particular domain, deduces hypotheses that are further empirically investigated (Bryman & Bell, 
2007, p.11).  In our thesis we test the theories in the analysis section in order to either prove or 
refute the applied hypothesis. The deductive approach is applied throughout the project. However, 
even if our findings in the end of our research are not sufficient, they will give us a broader 
understanding of the problem and an accurate analysis of the opportunities related to the application 
of information technologies; and evaluate the importance of value of the tourist experience. 
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5.2 Philosophy of Social Science 
In this section we will present positivism and its principles in order to show how it can be used to 
explain and examine the phenomenon in this project. In the following part we will describe the 
foundations of positivism as well as its application in this thesis, since it can be used in a number of 
manners.  
5.2.1 Positivism in relation to the project 
Positivism was a dominating philosophical movement between 1920 and 1960. Its main goal was to 
develop logical analysis of scientific concepts and methods (Juul and Pedersen, 2012, p. 24). 
Primarily it was initiated by August Comte, French philosopher, in the beginning of 19th century.  
One of the main principles within positivism is a clear distinction between research and theory. 
“The role of research is to test theories and to provide material for the development of laws.” In this 
project we will analyze research statements in order to acquire material/data, which will be useful to 
draw a conclusion and evaluate whether Information technology is the best possible option to attract 
tourists to visit Greenland. The positivism is relevant to the preparation of this project, as it assumes 
that science should be based on, what can be counted, quantified and measured.  Ontology (our 
view, as researchers, on the nature of being or reality), within positivistic approach, is independent 
of social actors, objective and external. Whereas epistemology focuses only on causes and 
generalizations, the simplest elements of the phenomena. In our case, only phenomena that we can 
observe and ascribe value (number) will lead to the production of credible data. As befits positivist 
researchers, our research paper applies a highly structured methodology to facilitate replication and 
ensure reliability (Saunders et al., 2012, p. 145)  
 
“Positivists are ontological and epistemological realists. Their ontological assumption is that there 
is an actually existing empirical reality that precedes our cognitive activities and can be observed 
with senses, directly or indirectly. They are epistemological realists because they assume that 
through science it is possible to achieve a safe, objective knowledge that corresponds to reality as it 
is” (Juul S., et al., 2012, p. 401).  
 
One of the possible ways of generating a research strategy within the philosophy of positivism is 
using existing theory to develop hypothesis. The fact of doing so leads to “the gathering of facts 
that provide the basis for subsequent hypotheses testing” (Saunders et al., 2012, p. 134). The 
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hypothesis is tested further and confirmed as a whole, or only partly, or rejected. This results in 
further development of theory (ibid.) Also in our thesis, hypothesis is a testable proposition about 
the relationship between concepts.  
5.3 Data collection 
In order to undertake further analysis and provide additional knowledge, thus conclusion, we have 
obtained primary and secondary data. As we did not have the time nor money it was not possible to 
arrange a research trip to Greenland for our own primary data collection. What is more, Greenland 
statistic provided data, where we would not have an access to such research or it would be 
impossible for us to conduct, thus we regard statistics as primary data. A Visitor Survey, conducted 
by Visit Greenland was used as a primary source of empirical data for our analysis. Also, the 
secondary data we have found is reliable and mostly up-to-date. Our data collection includes both 
numeric (quantitative) and non-numeric (qualitative) data. We have used documentary and multiple 
source secondary data. Multiple source data is compiled in journals, newspaper reports, government 
publications, books, and official industry statistics. Whereas documentary data was found in Visit 
Greenland (the Greenland self-rule Government agency responsible for tourism in Greenland) 
database, web comments, video recordings and photographs, however until the year 2012 
Greenland based its marketing decisions on observations and assumptions, given us limited data to 
work with. We have also looked to trusted international travel reports to support our assumption of 
international trend in online booking and trade.   
We refrained from doing interviews, as our research focused on the consequences of 
implementation of IT in the tourism industry, and not to understand the reason why operators are 
not using IT.  
 
5.3.1 Validity and reliability of data 
Even though we use data of high quality, including government webpages and renowned books, it is 
not always possible to avoid bias. In the case of newspaper reports and other documents, various 
supporting data significant to our research is omitted in order to emphasize selected points. In some 
cases we also had to deal with somewhat outdated publications. 
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5.4 Choice of theory 
Our hypothesis is as follows:  
Increased use of information technology by Greenland tourism industry will result in opportunities 
to increase profit and value of the experience for tourists. 
To understand the value of experiences for tourists, we have looked to the experience economy. 
Experience economy talks about adding experience to any products, but tourism is nearly only 
experiences, so it fits very well to our analysis. We will use experience economy to understand if 
Visit Greenland's "The Big Arctic Five" strategy will hit the sweet spot.   
 
We initially chose Michael Porter's value chain, but his analysis of the value chain puts emphasis on 
manufacturing companies, and fails to go in depth with service providers, and completely ignors the 
experience economy. But even when he addresses the service industry, it is limited to restaurant 
business and does not include the IT industry. Thus Porter fails to recognize the impact of IT and 
the Internet. But his discussion about linkages between processes in the value chain is useful. We 
have chosen to combine Porter's theory of linkages and the virtual value chain introduced by 
Rayport and Sviokla, as it will allow us to understand the role of IT in the tourism industry, and 
linkages will allow us to understand that even though a cost may rise in one process, it will result in 
increase in another process.  
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6. Theory   
6.1 Experience Economy by Pine and Gilmore 
The idea of experience economy was introduced by B. Joseph Pine and James H. Gilmore in the 
book “The Experience Economy Work is Theatre Every Business a Stage”, published in 1999.  
They argue that the western society is emerging into a new economy, the Experience Economy, 
where the core of company offerings will no longer be goods or services, but the experiences that 
companies are staging for their customers. (Pine and Gilmore, 1999)  
 
According to Pine and Gilmore experiences has always been part of service sector, but consumers, 
businesses and economists were not able to see the potential in it, and only now experience is taking 
over the service sector. “Experiences are a fourth economic offering, as distinct from services as 
services are from goods, but one that has until now gone largely unrecognized” (Pine and Gilmore, 
p. 2). Pine and Gilmore argue that we have gone from the Agrarian Economy where fungible, 
natural commodities were offered, to the Industrial Economy where tangible, standardized goods 
were made, to the Service Economy that delivered intangible customized services. Now we are 
moving to Experience Economy, where consumers purchase a staged memorable and personal 
experience and that Economy still contain parts from all stages, however the majorities in 1999 
were employed in the service industry. This is not because we buy fewer raw materials or products 
today than 100 years ago. It is because of the well developed technology and operational 
innovation, and therefore making goods takes fewer and fewer people (ibid., p. 9).  To get a better 
understanding of the development Pine and Gilmore have made a table named Economic 
distinctions:  
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As demonstrated in the above table the Agrarian Economy raw materials were made by 
commodities, which were sold and purchased. Commodities are fungible materials extracted from 
the natural world. Therefore, commodity cannot be differentiated and is sold on the basis of supply 
and demand, and prices were set accordingly as companies started using raw materials for tangible 
and standardized goods (ibid., p. 6).  
 
“The newly identified offering of experience occurs whenever a company intentionally uses services 
as the stage and goods as props to engage an individual“(ibid, p. 11). 
For instance, it only costs few cents to make a cup of coffee, but consumers are willing to pay much 
more if the coffee can be enjoyed at the “right” environment. In this situation, the majority of coffee 
price value is the experience. According to the authors, experiences are just as different from 
services, as services are from goods. It is about purchasing a set of intangible and memorable 
activities which engage the customer on a personal level. 
 
“When a person buys a service, he purchases a set of intangible activities carried out on his 
behalf. But when he buys an experience, he pays to spend time enjoying a series of memorable 
events that a company stages – as in a theatrical play – to engage him in a personal way”   
(ibid., p. 2). 
 
To be successful according to Pine and Gilmore business must stage experiences which are 
unforgettable experiences. All prior economic offering remain at arm’s length, outside the buyer 
while experiences are inherently personal.  It manages to involve the consumer in an emotional, 
physical, intellectual and spiritual level (ibid., p. 12). Pine and Gilmore strongly emphasize that a 
business is not in the experience industry unless it charges for the experience.  As we have now 
introduced the basics of the Experience Economy, we will next investigate the core of the 
concept, the experience realms.  
 
6.1.1 The experience realms 
According to Pine and Gilmore experiences is the heart of entertainment, but they point out that 
experiences does not only belong to the entertainment area; Entertainment is only one aspect of an 
experience (ibid., p. 3). Staging experiences does not imply that one should add entertainment to 
existing offerings (ibid., p. 30).  
	  
	  
25	  
Remember: 
“staging experiences is not about entertaining customers, it’s about engaging them” (ibid., p. 30). 
The first dimension is the level of guest participation. Passive participation is in one end of the 
spectrum and in the other end is active participation. The second dimension describes the 
environmental relationship or the connection that unites the customer with the experience. 
Absorption occurs when the experience ‘goes into’ the customer, e.g. when watching TV, and if 
instead the customer “goes into” the experience, e.g. playing a virtual game, the customer is 
immersed in the experience (ibid.). These two dimensions define the four realms of an experience: 
Entertainment, Educational, Escapist and Esthetic. 
 
 
 
Entertainment is the first realm; the experience is passively absorbed through ones senses. Such as 
listening to music or reading, where the experience “goes into” the consumer (ibid.).   
The second realm is Educational experience, this is where the customer absorbs the experience 
while actively participating, and the participation can be of the mind, body or both.  
 
“With education experiences a guest absorbs the events unfolding before him while actively 
participating” (ibid., p. 32). 
Educational experiences involve active participation, and are impossible to reach if the consumer 
stays passive in the experience (ibid.). According to Pine and Gilmore in experience economy, we 
move away from the classic teacher student relationship and instead focus on the actively 
participating of the consumer as educational tool (ibid.).  
The third realm is the escapist experience “Memorable encounters of the third kind, escapist 
experiences, involve much greater immersion than entertainment or education experience” (ibid., p. 
	  
	  
26	  
33). In such experience costumer are actively participates in an immersed environment, according 
to Pine and Gilmore escapist experience are the polar opposite if the pure entertaining experience.  
Examples of escapist experience environments are theme parks such as Tivoli or casinos (ibid.).  
The fourth and the last realm is Esthetic experience, in this experience customers “immerse 
themselves in an event or environment but themselves have little to no effect on it, leaving the 
environment (but not themselves) essentially untouched” (ibid., p. 35). Examples of Esthetic 
experience can be visiting the Grand Canyon, art gallery or museum. A person who takes part in 
esthetic experience just wants to be there. 
 
The four realms mentioned above are the different elements on which a business can base an 
experience. The realms can be an experience on their own, be combined or all be a part of the same 
experience. There are no clear-cut guidelines to an optimal execution or combination of the four 
realms, as each realm is dependent on what kind of experience is to be offered.  The authors argue 
that, “to design a rich compelling, and engaging experience, you don’t want to select and then stay 
in just one realm” (ibid., p. 39). Instead companies should incorporate from each realm, creating 
diversified and enriched experiences. Which they call the sweet spot,  “The sweet spot for any 
compelling experience-incorporating entertainment, educational, escapist and esthetic elements 
into other generic space- is similarly a mnemonic place, a tool aiding in the creation of memories, 
distinct from the normally uneventful world of goods and service” (ibid., p. 43). In depth analysis of 
these four experiential realms will be made in order to describe the perceived value for tourist in 
Greenland.  
 
6.1.2 Criticism  
Pine and Gilmore’s experience economy has received a lot of attention; therefore there are a 
number of criticism of this phenomenon.  One of the main critics of experience economy we have 
come across is that not all consumers are looking for experience in all transactions; hence it is not 
essential for all companies to incorporate experiences into their products or services. The reason for 
including Pine and Gilmore’s experience economy has a major contribution to the discussion to the 
service industry. Furthermore, Pine and Gilmore book “the experience economy” provided us to a 
comprehensive introduction to experience economy and explained how competition in the market 
will increase, as more and more markets are likely to expand their products to contain experiences. 
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Nevertheless the theory is relevant to this thesis as our aim is to analyze the experiences Greenland 
is offering for their current tourist.  
6.2 The Virtual Value chain by Rayport and Sviokla 
The virtual value chain by Rayport and Sviokla (1996) is an extended version of the traditional 
value chain model by Michael Porter, which treats information as a supporting elements in the value 
adding process (Hollensen, p. 48). Instead Rayport and Sviokla argue that traditional value chain is 
only one of the equations, according to them in every business where there is a physical value 
chain, there is also a "virtual value chain" (Czerniawska et al., p. 67). 
 
“Every business today competes in two worlds: a physical world of resources that managers can 
see and touch and a virtual world made of information. (...)Senior managers must evaluate their 
business -its strengths and weakness, its opportunities and risks-along with the value chain of both 
worlds, virtual and physical. Today events in either can make or break business” (ibid.) 
 
Rayport et.al argue there are many business that use both value chains, an example could be banks, 
they provide services to customers in the in the physical world virtually online (Exploiting the 
Virtual Value Chain, Rayport et al., p. 2).  The value is divided into two separate chains because 
both marketplace (physical) and the marketspace (virtual) need to be managed in different ways in 
order to be effective and efficient (ibid.).  By understanding the differences and the relationship 
between the value-adding process of physical and information, can the organization see the strategic 
issues they are facing (ibid., p. 22).   
6.2.1 Adapting to the virtual world  
Rayport et al. argue that “companies from variety of industries attempting to do business in both the 
place and the space have found that organizations making money in the information realm 
successfully exploit both of their value chains” (ibid, p. 24). In order words companies need to in 
both worlds the “place” and “space”, managers must continue to watch over the physical value 
chain- but they must also build and exploit a virtual value chain (ibid.). 
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Source: Exploiting the Virtual Value Chain, Rayport et.al p.24 
 
According to Rayport et al. organization tend to adopt value adding information processes in three 
stages. “As companies move into the information world to perform value-adding steps, the potential 
for top-line growth increases. Each of the three stages represents a considerable opportunity for 
managers (ibid, p. 25). The Three stages according to the authors are: Visibility, Mirroring 
capability and New customer relationship.  
 
Visibility  
Nowadays, organizations have invested in technology systems to enable managers to coordinate and 
to control business process. According to Rayport et al., this information steps are used in the value 
chain to help managers plan, execute and evaluate results with precision and speed. Which means 
information technology helps mangers to observe their operation more effectively through the 
information world (ibid., p. 25). In other words by using information technology organization have 
the skills to view physical operations more effectively. Furthermore, with the assistance of IT, it is 
then possible to plan, implement, and assess events with greater precision and speed.   
 
Mirroring capability 
The second stage is Mirroring capability. Rayport et al, argue once the organization has established 
Visibility, can they monitor value-adding steps. Which can be done by manage operation or 
implement the value adding steps in the marketspace, more quickly and effectively with more 
flexibility, and at lower cost (ibid, p. 26). Rayport et al. argue at this point “companies move 
activities from the place to the space, they begin to create a virtual value chain that parallels but 
improves on the physical value chain” (ibid.). In other words, in this stage organization copy their 
physical activities for virtual, by producing parallel value chain in marketspace. This means 
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organization move the value adding activities from marketplace to marketspace.  According to 
Rayport et al. in this stage manager can ask themselves: 
 “what are we doing now in the place and what could we do more efficiently or more effectively in 
the space? What value-adding steps currently performed in the physical value chain?” (ibid.)   
 
New customer relationship  
The last stage is new customer relationship, according to Rayport et al. in this stage organization 
need to do more than create value in the space, organization should extract value from it (ibid., p. 
29). Which can be done by establishing space-based relationships with customers argue Rayport et 
al. In other worlds IT creates value in the marketspace, which means the new relationship between 
business and customer is mostly based on using IT. “Managing information allows companies to 
create new value for customers by serving a boarder set of their needs” (ibid.). However, they also 
argue that only if organizations are managing their value adding activities both in physical and 
virtual value chains, first then they are ready to develop these new relationship (ibid.).   
6.2.2 Value creation 
As value chain helps tourist companies to visualize and analyze activities, which create value, we 
find it relevant to describe how value is added to the services.   
“The performance of a tourist destination depends on its ability to create value, which is the use of 
a resource to exploit external circumstances … to bring in revenue, or … to neutralize external 
situations … likely to keep revenue from flowing in” (Beech and Chadwick, 2006, p. 218). 
Whenever a manager processes or combines resources, in order to deliver a product or service for 
tourists, it has to be done in a way to get value out of these resources. It means that how much value 
is created by a tour operator depends on how things get done to deliver tourism service or product 
(ibid.).  
 
Beech and Chadwick quote Piercy who states that through value innovation (based on three 
presumptions) “we are in an era of value driven strategy” (ibid., p. 219). Those presumptions are: 
ü service leadership – concerns offering products and/or services which are leading on the 
market and it is difficult to catch up with 
ü operational excellence – competitive prices, reliable services/products delivered with 
difficulties decreased to minimum 
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ü customer intimacy – products/services customized, with high accuracy, for niche markets 
Lately tour operators have to face more and more challenges and rapidly changing customer 
expectations (Beech and Chadwick, 2006, p. 434). According to Weaver and Lawton, one of such 
challenges is rising number of Internet platforms, which dodge or substitute traditional tour 
operation agents (Robinson, 2012, p. 215). However, operators apply a concept called ‘dynamic 
packaging’ to once again add value. It means that travellers gain a wide range of flexible choices by 
current access to car rentals, hotels, plane tickets from different providers.  
Nowadays, traveller has bigger access to information, which means that he expects the travel agent 
to provide value. According to Chaffey and Wood, businesses within tourist industry can easily 
create value though more effective use of information/information technologies (Chaffey, 2007, p. 
225). 
Tourist-driven supply chain for a travel experience  
 
 
 
 
 
 
 
 
 
Source: Beech and Chadwick, 2006, p. 219 
 
The above figure shows stages a tourists has to go through from the decision to go for a holiday to 
actually experiencing it. Each stage involves positive or negative experiences which can either add 
or diminish perceived value. According to Weiermair, the value is being added to the product or 
service for tourists by “an increase in enjoyment of the experience”  (Beech and Chadwick, 2006, p. 
220). Generally, value can be added by:  
- more information about the destination,  
- behavior/attitudes of locals,  
- the experience of travelling to chosen place,  
- the local weather, ambience, etc.  
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7. ANALYSES AND DISCUSSIONS 
7.1 ANALYSES AND DISCUSSIONS PART 1  
 
7.1.1 Visit Greenland misplaced the staging of the tourism experience.  
In this section we will analyze the value of experience for tourists; we will base it on the Big Arctic 
Five strategy made by Visit Greenland. The Big Arctic Five focuses on 5 different experiences that 
are available in Greenland:   
 
 Source Visit Greenland - toolkit 
It is a concept inspired by Safari destinations in Africa that have their Big Five, and the individual 
activities are chosen from the most popular activities in Greenland:  
• Northern Lights 
• Pioneering People 
• Dogsledding 
• Whales 
• Ice 
	  
	  
32	  
The idea is to be able to explain the experiences in Greenland through simple tools (Visit Greenland 
- toolkit) or to stage the tourist experience.  
7.1.2 Application of Experience realm in Greenland  
According to Visit Greenland, “Globetrotters” are the most common types of tourist visiting 
Greenland and accounts for 25% (Tourismstat.gl) of total visitors. Globetrotters are persons that 
want to experience new places, interact with the environment and explore things independently. 
They are not satisfied with observing things from a distance and prefer to engage in interactive 
activities to get a closer feel of the destination (Tourismstat.gl). We have placed Globetrotter in 
escapist experience. The level of activity is in the middle in an Immersion environment. 
“Memorable encounters of the third kind, escapist experiences, involve much greater immersion 
than entertainment or education experience” (Pine and Gilmore, p. 33). An experience 
“Globetrotters” could do in Greenland is to stay in a family farm in South Greenland, or a dogsled 
tour in the North. This type of experiences are both "Pioneering People", "Ice", "Dogsledding" and 
"Northern Lights" in the Big Arctic Five.   
 
In opposite 16% (Tourismstat.gl) of Greenland’s visitors are “Sightseers". This means the tourist 
follows the travel or uses trusted travel agents and will look for most convenient and comfortable 
ways of enjoying the most common attractions. Furthermore this type of tourist does not interact 
much with the destination and prefers the comfortable and less physically demanding activities. The 
“Sightseer” can be argued as seeking for esthetic experiences in Greenland. An esthetic experience 
means customers “immerse themselves in an event or environment but themselves have little to no 
effect on it, leaving the environment (but not themselves) essentially untouched” (Pine and Gilmore, 
p. 35). The level of “sightseers” participation is very passive in an immersed environment.  An 
example of an experience for a “sightseers” could be a boat tour to the famous Ilulissat Icefiord, this 
is very passive as you just sit in a boat, however any boat tour also offers the opportunity of seeing 
whales, so a tour like this is both "Ice" and "Whales", maybe even "Northern Lights" in the Big 
Arctic Five.   
The third most common visitors of Greenland are “nature appreciator” and “nature lover” which 
accounts for 15% (Tourismstat.gl) of the total visitors.  According to Visit Greenland nature 
appreciator are seeking to experience the natural wonders, also if it is only from the distance. In 
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opposite, the nature lover wants to experience the nature disregarding whether the place is popular 
or not. Such tourist is gaining experience and getting involved in different outdoor activities alone.   
From the information above, we can argue that “nature appreciators” are seeking for Esthetic 
experience in Greenland. The level of participation of a nature appreciator is passive in an 
immersed environment. An example of Nature appreciators could also be a boat tour, however this 
time it should be longer, to the calving glacier about 90 km north of Ilulissat. This kind of 
experience is also very passive as you just sit in a boat. On the other hand “nature lovers” 
participation is active in an immersed environment. We have observed that this type of tourist is 
searching for esthetic experiences. An example of an esthetic experience for a nature lover could 
be a hike to the famous Ilulissat Icefiord. This is definitely more active than just a boat tour. This 
would be an "Ice" or "Northern Lights" in the Big Arctic Five.  
Both “culture lover” and “wilderness seeker” account for 6% (Tourismstat.gl) of the total visitors in 
Greenland. According to Visit Greenland, a culture lover can be described as someone that wants to 
interact with the Greenlandic culture. Culture lover is mostly to purchase cultural based tours as 
long as they highlight the local flair in a natural and un-staged way (ibid). This kind of experience 
can be defined as educational experience. The level of participation of a culture lover is active in an 
absorption environment. In “...education experiences a guest absorbs the events unfolding before 
him while actively participating” (Pine and Gilmore, p. 32). An example of an educational 
experience in Greenland for the type “culture lover” could be a workshop, where they learn how to 
make Greenlandic national costume and the craft of making the costume. This would be a 
"Pioneering People" experience in the Big Arctic Five.  
Wilderness Seeker can be described as tourist, who is looking for untouched and remote 
destinations. They “seek activities that immerse him in the environment and strongly avoids 
itineraries and tour guides because they want organically evolving experiences” (Tourismstat.gl). 
The level of participation is active in an immersed environment. The experience “wilderness 
seeker” is searching for is escapist experience. One of the things a “wilderness seeker” could 
experience in Greenland, is to hike to a remote glacier in South Greenland, this will definitely befit 
a wilderness seeker. This type of experience would be "Ice" or maybe even "Northern Lights" 
depending on the season, in the Big Arctic Five. 
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5% (ibid.) of the total visitors of Greenland are Culture Appreciators. According to Visit 
Greenland, these types of tourist are seeking for experience culture that they have read about. Such 
tourists are looking for pleasing their mind than getting involved in physical activities. They seek 
for guided tours, preferably to museums or other cultural sights. The level of participation is active 
in an absorption environment. We have placed “Culture Appreciator” in educational experience 
close to the middle as it is very much absorption with very little active participation, but is not as 
passive as entertainment though, an example of an experience would be a visit to the National 
Museum, or even any of the city museum in Greenland. This type of experience would be a 
"Pioneering People" in the Big Arctic Five.  
4% (ibid.) of the total visitors are ethnophile, such travelers seeks to get involved with Greenland’s 
community and wants to know the culture and traditions. They will travel independently and look 
for an accommodation within locals. The level of participation of an ethnophile is active in an 
absorption environment. We have placed this type of tourist as seeking for educational experience; 
it is absorption with high active participation. An example could be staying as a guest a local family 
or host, which many cities offers in Greenland. This experience would be the "Pioneering People" 
in the Big Arctic Five.  
The 3% (ibid.) of the tourist visiting Greenland are called “Special Interest Adventurer” and this 
type of traveler has one all-consuming passion that takes up most of their spare time. In Greenland, 
such special interests include hunting, fishing, bird watching, photography, and so on. This kind of 
experience can be described as escapist experience. It is an immersion environment with a high 
level of active participation. Their specialized tour operators that cater to these kind of tourists, and 
they exist outside of the Big Arctic Five, even though many of their activities would likely include 
one or more activities mentioned in the Big Arctic Five, they are not the primary reasons for their 
travel.  
The last type visiting Greenland is extreme adventurer, with 2% (ibid.) it accounts as the smallest 
type of tourist visiting Greenland. According to Visit Greenland the main purpose for the travel for 
such person is adrenaline and activities involving physical challenge. Such person will not use 
common tour guides, unless it is an experienced local. As this is a very specific niche product, it 
does not fit into any of the categories of the Big Arctic Five, though many of the experiences would 
involve both "Ice", "Northern Lights", depending on the activity, also "Dogsledding" and "Whales", 
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these are not the main reasons for attracting these type of tourists. They would likely take tours with 
Heli-skiing, Kayaking, long-distance dogsledding or maybe even crossing of the Inland Ice.  
The figure below shows an overview of all tourists placed in experience realm:   
 
The Sweet spot: Visit Greenland strategy   
Visit Greenland is an agency responsible for tourism in Greenland. The agency has prepared a 
country promoting strategy with its main focus on digitalization of services within tourism industry. 
Their goal is to change tourists’ perception of Greenland being an inaccessible and distant 
destination. In 2012, the new website was launched, where strong visual presentation is provided in 
order to show Greenland’s biggest assets, which is silence, solitude and vastness. Recently, Visit 
Greenland started running a new campaign, called ”The Big Arctic 5”, which highlights the most 
important unique selling propositions (USPs). Its aim is to create interaction with prospective 
visitors and visually represent the experiences that tourists can acquire through ice and snow, dog 
sledding, meeting pioneering people, observing Northern lights and whales. The experiences 
described incorporate all realms in one-way or another. The dog sledding for example is an active 
participation and immersion experience, making it an escapist experience, however dog sledding 
also include time spent sitting on the sledge and enjoying the surrounding nature, i.e. ice and snow, 
which esthetic experience, but they will also get to see how the tour guide or "dog sled driver" 
prepares the dogs, which is an educational experience. The same goes for Northern Lights, as they 
can be experienced simply by looking out the window or by hiking outside of town. Pine and 
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Gilmore stated: "The sweet spot for any compelling experience-incorporating entertainment, 
educational, escapist and esthetic elements into other generic space- is similarly a mnemonic place, 
a tool aiding in the creation of memories, distinct from the normally uneventful world of goods and 
service” (ibid., p.43)   
The Big Arctic Five incorporates entertainment, educational, escapist and esthetic elements into the 
product that is Greenland, thereby hitting the "Sweet spot". 
7.1.3 Sub-conclusion 
The analyses show that our research statement is wrong, as Visit Greenland is actually staging the 
experience correctly with "The Big Arctic Five" strategy. The Sweet Spot is when experiences are 
staged to include all 4 realms (Entertainment, educational, escapist and esthetic) and with both 
dogsledding and northern lights as examples, Greenland has hit the "Sweet spot". Greenland offers 
experience for each of the segments outlined in Market Segment Map. We find this part of the 
analysis relevant as the experience economy explains the value of experiences for tourists.  
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7.2 ANALYSES AND DISCUSSIONS PART 2   
 
In this part of the analysis we focus on elaborating on how the Internet is used to market Greenland 
as tourist destination. In connection to that, we will also take a look at how widespread the Internet 
use is in Greenland and if it has any influence on its adaptation within tourism industry. Further we 
describe the ways Greenland tourism can apply information technologies in order to make it more 
attractive and constitute value for potential tourists.  
7.2.1 Greenland does not fulfill the IT requirements of today’s tourism industry. 
"Competitive advantage is no longer natural, but increasingly driven by science, information 
technology and innovation" (E-tourism: Creating dynamic Packages using semantic web processes) 
 
There has been a prevailing assumption within the group that Greenland does not fulfill the 
information technology requirements of today’s tourism industry. This way of formulating the 
research statement can be broadly interpreted, however the aim is to define what the IT 
requirements are, from the customer point of view, for the services/companies that provide tourism 
nowadays.    
 
It is important to repeat that the tourism industry has become the largest economic driver in the 
world through the last 60 years of constant growth and diversification (Robinson, 2012, p. 61). For 
this reason we believe that it can become a solid part of Greenland’s economy as well. Tourism 
industry is a spin off for economic development as it brings along considerable amount of foreign 
currency flows, development of infrastructure and multiplier effects (ibid.). Robinson states that 
“the export income generated by international tourism ranks fourth after fuels, chemicals and 
automotive products” (ibid.). Thus, Greenland could find tourism industry growth as one of the 
biggest income sources, which would create development and employment opportunities.  
So far we have explained how important and promising tourism can be for the country’s economy. 
However, Greenland does not seem to be aware of that, as they have adapted very insufficient 
strategies, which may not be efficient enough regarding timeline of the implementation and increase 
in number of tourists visiting the island. In many articles, books, research papers and surveys the 
growing importance of tourism technologies is mentioned/underlined. According to the survey, 
made for Visit Greenland in 2013, half of the visitors have negative experiences when travelling to 
Greenland; where in particular lack of information related to tourism industry accounts for the main 
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disadvantage:  
  
After analyzing several publications we came to the conclusion that improving the application of 
information technologies within Greenland’s tourism is, likely to be the key driver to development 
within this sector, followed by economic development of the country. In order to realize in what 
way information technology can contribute to the growth it is important to understand how 
information technology can be used as a marketing tool. 
 
The use of Internet in marketing  
The actual number of people who are currently connected to the Internet and use it for purchasing 
products and services is unknown (Buhalis, 2003, p. 115). It is not possible for research 
organizations to keep an up-to-date statistics due to dynamic nature of the Internet. According to 
Buhalis, in 2003, more than 50 per cent of trips planned online included an accommodation 
reservation and booking a flight, 30 percent included a rental car reservation (ibid, p. 123). As these 
numbers are outdated we can assume that they rose significantly over the last 10 years, as well as 
the influence of online marketing.    
 
Currently Greenland has its focus on online marketing and branding the island as a tourist 
destination. However, it is being maintained only from the visual point; meaning that Greenland is 
now working on strong digital strategy in order to convince people that it is worth visiting despite 
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its isolated location and problems with finding transportation. It can be argued that it is not enough 
to overcome these challenges and solving related inconveniences is what Greenland online 
marketing strategy should be focusing on instead. 
 
Connectivity in Greenland 
It can be assumed that Greenland’s backwardness of the IT application is dependent on the poor 
Internet quality. During our research we have found that the country has only one Internet supplier 
– TELE, which charges customers by the amount of data traffic they used, so it is rather expensive 
service (greenland.com). It is also relevant to mention that the use of Internet is not widespread, 
since according to Greenland statistic in 2012 only 11,004 out of 56,000 of inhabitants have an 
access to the Internet (Greenland statistics). Also, usually the Internet is slow since it is based on 
satellite connection. When it comes to the internet access for tourists, most of hotels in bigger cities 
provide WiFi connection, but it is not for free. For those staying in settlements there is no Internet 
service at all (ibid.). 
 
Possible IT solutions for Greenlandic Tourism 
An important type of information technology application within tourism that was introduced in 
recent years is Web services and dynamic packaging. It is a “combination of different travel 
components, bundled and priced in real time, in response to the requests of the consumer or 
booking agent”, where customers can choose more appealing package and customize it to their 
preferences (E-tourism: Creating Dynamic Packages). In today's travel industry (hotels, airlines, 
travel agencies, tour operators) it is indispensable to create custom packages to consumers. Thus, 
we believe that Greenland should adapt dynamic packaging, which would have a positive impact 
upon Greenland’s tourism industry. 
7.2.1 Sub-conclusion 
The above research statement that Greenland does not fulfill the IT requirements of today’s tourism 
industry seems to be correct. First of all, Greenland does not realize the possible importance of 
tourism for its economy as well as the opportunities related to the use of information technology. 
The digitalization of tourism would allow businesses to sell products online 24 hours a day 7 days a 
week, previously planning and booking through the telephone and working within certain time 
frame. Furthermore, companies would be able to communicate at a low cost and become a part of a 
global network, where tourists could engage and customize the product/services according to own 
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preferences. Also, use of IT would provide tourists with up-to-date information regarding 
Greenland and planning their trip.  
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7.3 ANALYSES AND DISCUSSIONS PART 3 
7.3.1 Greenland does not have a sufficient focus on IT in their strategies.     
In this section we have chosen to combine Porter's theory of linkages and the virtual value chain 
introduced by Rayport and Sviokla, as it will allow us to understand the role of IT in the tourism 
industry, and linkages will allow us to understand that even though a cost may rise in one process, it 
will result in lower costs in another process.  
7.3.2 Linkages:  
"The cost of a value activity is frequently affected by how other activities are performed".  
(Porter, location 1555 of 10619 in Kindle)  
Porter argues that even though the Value chain activities are separated, they are not independent 
activities within the chain. They are connected through what Porter calls "Linkages". Linkages are 
connection between one value activity and the cost of performing another. For example, purchasing 
pre-cooked on-flight foods instead of preparing them on the airplane simplifies the services offered 
by airlines. 
7.3.3 Current Value chain in Greenland  
When planning a trip to Greenland and visit Greenland, one is met with offers of package tours, 
where flight, hotel and tours are usually inclusive. Conscious or not, the linkages from the 
perspective of Greenlandic hotels and tour operators are clear: They focus on executing the service 
themselves, and leave it to travel agents for direct sales to costumer, thus Greenlandic companies 
are "suppliers" to the travel agents that sell the experience to the tourist. Considering the four 
largest groups of tourist types in Greenland, based on the research done by Visit Greenland, the 
strategy of linkages may be the right one. Visit Greenland focuses on B2B marketing and tries to 
attract more Travel Agents to offer tours to Greenland. However, new research shows that travel 
agents booking directly on the hotels have increased with 58% since 2006, and bookings on tours 
on the suppliers website has increased 75% since 2006, as opposed to GDS (Global Distribution 
Systems) that have declined with 29% for hotels and 64% for tours since 2006 (travelweekly.com).  
7.3.4 The Virtual Value Chain 
Visibility  
The first stage is when an organization acquires the ability to see physical operation more 
effectively through information. This ensures optimization of operations. As many Greenlandic 
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operators uses e-mails to book tours, it relies on people to respond, which due to time differences 
and holidays, it can take some time, so to implement an IT based booking system would insure 
reliability and speed. It also takes longer for any travel agents to confirm a booking as it is 
confirmed by e-mail or phone, based on personal relationships that are promoted and created in 
tradeshows such as VestNorden Travel Mart (vestnorden.com).  Many hotels already use an IT 
based booking system, however it is often not possible to book online, thus making it more difficult 
for guests to book a room. With a booking system that is already IT based, it not difficult to take the 
next step a make it an online system. As there exists a number of tried and tested GDS systems on 
the market (ex. hotels.com, booking.com, etc.), there are more hotels in Greenland with Online 
bookings systems than tour operators. However, as previously stated, even this technology is being 
outdated.  
Mirroring capability 
IT based systems may also enable the company to understand when the customers purchase the 
products, making this knowledge helpful in making decision about when to have a marketing 
campaign to yield best results. Use of electronic bookings systems may also help in making 
statistical analysis of sales easier to collect, with the aim of determining the types of products most 
often purchased and or given the most profit. Strategic discussion of future investment may be made 
easier when knowing the booking frequencies of a certain product, i.e. what product to put on the 
front page or what to push in marketing. Online booking also enables customers to purchase the 
products months in advance, and as experience products have no inventory requirement, the amount 
paid accrues value in the company until the product is consumed, showing benefits both in Buyers 
Value Chain and the Company's Value Chain.  
New customer relationship  
The national tourism agency, Visit Greenland, has ensured online visibility as demonstrated by 
several awards won for their website www.greenland.com. It is part of the strategy for tourism 
development to increase online presence through this website, through SEO and ads. Another major 
part of the strategy is to facilitate and increase contacts between agents and operators (Visit 
Greenland - Strategiplan 2012-2015 - p. 31)  
As it is now, these relationship are slow-growing and not following current market development, as 
currently only 2 of the tour operators in Greenland utilize online booking through their website, 
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(one with questionable success, as there are no tours available for booking) (icecaptours.com).  
However, if more companies were to integrate IT based bookings systems, these relationships may 
develop quicker as the booking procedures would be easy and quick to access, as is the case with 
Iceland, where finding a tour operator without online booking is difficult.  
7.3.5 Value creation 
Firms are often different but not differentiated, because they pursue uniqueness the customers do 
not value. As Greenland is differentiated through its nature and culture which the customer's value, 
it should strengthen the linkages in the value chain to optimize their yield. The characteristics of the 
tourism industry necessitates differentiation to a degree, as customers (or tourists) travel to 
experience what is different from their home, though there are types of tourism that differentiate 
through cost, for example resorts, amusement parks and beach vacation hubs, though there may be 
other differentiation through amenities or activities.  
 
Source: Beech and Chadwick, 2006, p. 219 
As the figure above shows, the tourists do not interact with anyone from Greenland during the 
planning stage, as most activities in Greenland are bought through Travel Agencies, with the results 
that many operators rely on travel agencies for their customers. However, as international trends 
shows, more and more people are planning and purchasing their vacations online directly through 
the companies' websites with or without the assistance of travel agents, resulting in a convergence 
of the supply chain, where planning and the purchase of activities are done at the same time. 
Greenland is a destination in the West North Atlantic, where the immediate competitors are Iceland, 
Norway (Svalbard) and the Faroe Islands, where especially Iceland has experienced a considerable 
growth in tourism, largely due to matching their marketing efforts with technology that allowed 
tourists to plan their own travels, thus creating a competitive advantage over Greenland. Though 
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Icelandic airlines are also contributing to the increase of tourists in Greenland through opening 
more routes and flying more frequently, especially during the summer months (Greenland.com).  
Many Travel agents do offer combination tours where both Iceland and Greenland are destinations, 
and with Iceland's goal of increasing tourism significantly by 2020, it would be possible to create 
more value through higher coordination between tours in Greenland and Iceland through utilization 
of IT, as it would meet Piercy's three presumptions:  
ü Service leadership – Easy and simple for tourists or travel agents to plan and book tours 
before leaving, especially considering the remoteness of both Iceland and Greenland as 
destinations, a safe and reliable service would greatly increase the service of both countries. 
Granted, Iceland already has implemented much of the requirements of IT.  
ü Operational excellence – As for Greenland, it would be greatly secure operations if tour 
operators used IT based systems, as the margin of error is smaller, and makes it easier to 
achieve operational excellence. Physical technology alone will not ensure operational 
excellence, as training of staff is also required to maintain and operate the new IT systems.  
ü Customer intimacy – The West North Atlantic can be considered a niche market, 
considering how few tourists still visit compared to other tourist destinations with less than a 
million tourists visiting both Greenland and Iceland in 2012. The accessibility of 
information and booking systems would create a continuous customer contact regardless of 
the hour of the day, despite Greenland being far remote from their customers.  
7.3.6 Sub-conclusion  
As the worldwide trend is going towards more online booking, and bookings directly through 
hotels' and operators' websites rather than online travel agents such as Expedia.com or 
priceline.com (tech.fortune), having no online booking capabilities is becoming a bigger 
disadvantage. So even though the strategy of Visit Greenland's marketing is hitting the "Sweet 
Spot", it is incomplete as the strategy has no focus on promoting, implementing or in any way 
encourage local operators to invest in creating online booking capabilities, especially considering 
the growth of online booking and the potential customers coming from North America and Europe 
that are connected through Iceland. Even though the cost of investing in IT and Online booking 
systems in Greenland would most likely result in higher cost for the operators, it would be 
outweighed by the resulting streamlining of bookings, that would strengthen the linkages between 
supplier and travel agents, coupled with the ever increasing international trends of online booking. 
By ensuring online booking capabilities, it would possible to utilize the possibilities offered by the 
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connections made possible by Icelandair. In short: Online booking systems link the cost of 
marketing and the supply of tourists to each other.  
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8. Conclusion  
Increased use of information technology by Greenland tourism industry will result in opportunities 
to increase profit and value of the experience for tourists. 
The hypothesis is partly true, as Greenland would be able to strengthen the linkages with customers, 
both agents selling tours to Greenland and tourists alike, by investing in online booking capabilities. 
That could result in better utilization of the opportunities in North America and Europe through 
connection in Iceland. As mentioned in the analysis part 2, Greenland does not realize the possible 
importance of tourism for its economy as well as opportunities related to the use of information 
technology within tourism sector. However as the marketing strategy "The Big Arctic Five" by 
Visit Greenland is hitting the "Sweet spot" as explained by Pine and Gilmore: the Sweet Spot is 
when experiences are staged to include all 4 realms, and with both dogsledding and northern lights 
as examples, Greenland has hit the "Sweet spot", though it is incomplete as the strategy has no 
focus on promoting, implementing or in anyway encourage local operators to invest in creating 
online booking capabilities. Despite some evidence that general increase in the use of information 
technology will not automatically result in opportunities to increase the value of the experience for 
tourists, as explained by Buhalis: "Although there is evidence that ITs can be a source of 
competitive advantage, several authors have questioned whether this advantage is genuine." 
The digitalization of tourism in Greenland would allow businesses to sell products online 24 hours a 
day 7 days a week, previously planning and booking through the telephone and working within 
certain time frame. Even though the cost of investing in IT and online booking systems in 
Greenland would most likely result in higher cost for the operators, it would be outweighed by the 
resulting streamlining of bookings, that would strengthen the linkages between supplier and travel 
agents, coupled with the ever increasing international trends of online booking.  
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9. Future research 
Problem oriented project work has resulted in further considerations and thoughts on Greenland’s 
tourism industry and related marketing problems. Those considerations taken into account could 
result in different statements and divergent project work. Despite new thoughts and ideas it was not 
possible to implement them in the project due to the scarcity of resources and time. However these 
thoughts were mentioned in the text. It would be possible to develop several projects regarding 
Greenland’s economy, as research process has shed a light on many interesting issues.   
The primary data collection of this project consists of statistical data and a survey, a good idea 
would be to conduct an interview with a member of Visit Greenland, in particular one responsible 
for the digital strategy, as it is hard for us to comprehend why they put so little effort in marketing 
Greenland and do not focus on more efficient tools. Greenland’s government have always robustly 
described new projects for country’s development, for example regarding offshore oil and mining, 
however these have never been fully realized. Moreover, we could conduct and interview with a 
smaller group of tourists visiting Greenland in order to get a further confirmation of our findings 
regarding improvement and boosting tourism industry. Future research could also involve main 
concepts in consumer behavior, including models of consumer behavior adapted to tourism, as well 
as the impact of price differentiation of products and services and other factors taken into account 
when making a purchase decision. 
The group has also considered the other possible ways to develop the tourism sector in Greenland, 
except the currently applied digital strategy and the application of information technology to 
tourism related services and products. According to the Visitor Survey tourists had negative 
experiences in regard to insufficient opening hours, changes in plans and financial expense. 
“Factors related to the tourism industry remain the top negative experiences” (Spring 2013 Visitor 
Survey Report: Greenland, p. 24). We believe that one other way to develop the tourism sector 
would be to resolve those problems, prolong opening hours, cut down on prices and improve the 
physical appearance of towns. As our research shows, it is very expensive to both operate in and 
visit Greenland. So, lowering costs would be a way of developing the tourism sector. Furthermore, 
our research shows that there is an issue with education that results in difficulties in hiring qualified 
local staff. Increased focus on education could also help to develop the tourism sector.  
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